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Purpose- The purpose of this dissertation is to examine two main subjects: the first 
one is how Social Media marketing activities affect consumer’s brand evangelism, 
whereas the second examines whether these marketing activities influence customer’s 
perception of famous or generic brands. Specifically, this study investigates the 
influence of brand page commitment on two consumer-brand relational constructs, 
brand awareness and brand trust and on three consumer-brand evangelistic behaviors, 
positive brand referrals, oppositional brand referrals and brand purchase intention.  
Case- In this study special focus is given to Greece. The data collected refer only to 
Greek consumers ranging from different gender, age, educational and financial 
background. Regarding the brand category selected, the answers given refer only to 
clothing brands. 
Design/ methodology/ approach- Drawing from prior research on brand evangelism a 
model of dependent variables relative to consumer-brand relationships and brand 
evangelistic behaviors is developed. Another one is developed to test the customers’ 
purchase preferences on clothing brands. To provide a more robust test of the theory, 
consumer’s brand page commitment is determined as an independent variable. For 
the examination of Greece, four control variables are used: gender, age, education and 
monthly income. Pivot, correlation and regression analysis are used to test the 
proposed hypotheses. 
Findings- The findings reveal that brand page commitment influences brand 
evangelism, albeit in different ways. Whereas brand awareness, brand trust, positive 
brand referral intention and brand purchase intention are positively influenced, 
oppositional brand referral intention is not at all influenced. Brand page commitment 
also has a positive effect on customer’s perception of famous brands. Overall, the 
findings reveal that under the control variables of age, gender, education and monthly 
income of Greek people, brand page commitment indeed affects customer’s brand 




Practical implications- In contemporary marketplace, the revolution of Social Media 
has offered customers the ability to be the center of the market and it has also helped 
companies to easier approach their customers and earn in real time. So, it is important 
for clothing-brand marketers to understand how they can utilize customer brand page 
commitment so as to increase their revenues. This study suggests that brand page 
commitment contributes to customer’s brand evangelism, which is a free word-of-
mouth for clothing brands able to increase their sales and revenues.  
Originality/ value- Marketing researchers and practitioners are only recently beginning 
to understand the Social Media effect on consumer-brand relationships. This study 
demonstrates that, apart from brand page commitment, social media trigger brand 
evangelism and offer directions for future research further explicating brand 
evangelistic behaviors.    
Keywords- Brand evangelism, Social Media marketing, brand page commitment, 
positive brand referrals, oppositional brand referrals, brand purchase intention 
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“The purpose of a business is to create a customer who creates customers.” 
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Chapter 1: Introduction 
During the last decades, the advent and rapid adoption of Internet based applications 
(Web 2.0.) has changed the traditional way of communication. Specifically, the 
revolution of Social Media has transformed the traditional one-way communication 
into a multi-dimensional communication allowing people to share an increasing 
volume of information (Hutter, Hautz, Dennhardt and Füller, 2013). In terms of 
marketing, that means consumers often resort to Social Media either to obtain or to 
exchange information about brands. As a result, the power of brand creation has 
automatically been shifted over brands directly to consumers, transforming them from 
passive to active members. Given that, the effect of Social Media on branding process 
seems quite ambiguous. On the one hand, Social Media offer customers the 
opportunity to have more of say in the products (Gaber and Wright, 2014), share 
information, brand experiences or perspectives about particular brands and in general, 
virtually interact throughout brand community-oriented websites. On the other hand, 
Social Media offer contemporary companies the ability to have online presence in 
several social media outlets (e.g. Facebook, Instagram, Twitter etc.), increase their 
attractiveness and, through social media brand communities, establish and foster a 
long-term relationship with their customers (Parganas, Anagnostopoulos and 
Chadwick, 2015). These social networking relationships and interactions have actually 
transformed brands into a social process where value is co-created both by brand’s 
marketing activities and by consumer’ s brand advocacy (Hutter, Hautz, Dennhardt and 
Füller, 2013).  
Based on that, the new challenge come out for contemporary brand managers is how 
to manage the new, online customer-brand relationships in order for this interaction 
to result in a sustainable competitive advantage for their companies. One of the most 
prominent methods they often use is customer’s commitment to their online brand 
communities. Brand community commitment is said to be an effective way of 
recruiting even the most novice customers and making them attached and loyal to the 
brand (Park and Kim, 2014). The manager’s main difficulty, though, lies in cultivating 




to the customer’s messaging of positive recommendations for a particular brand to 
another customer. When this behavior becomes aggressive it is often called brand 
evangelism and the customers contributing to this behavior are called brand 
evangelists (Forbes, 2015). Although it is said to be “the most effective form of 
promotion” (Forbes, 2015), brand evangelism or evangelism marketing, especially 
within the context of Social Media, still remains a challenging and complex process for 
brand managers. Providing that, the following paper aims to shed light on this topic 
and help managers understand whether this “new media brand engagement” (Hennig-
Thurau et al. 2010, p. 314) affects consumer’s brand evangelistic behaviors which can 
contribute both to their sales and the ultimate value of their company (Becerra and 
Badrinarayanan, 2013).  
1.1 Research gap 
Many researchers have individually investigated the topics of customer’s brand 
evangelism and brand page commitment without, though, providing a more holistic 
feedback on the interplay between them. With regard to the consumer-brand 
relationships, today’s practitioners lead the way into phenomena such as “brand love”, 
“brand zealotry”, as well as “brand evangelism” (Hutter, Hautz, Dennhardt and Füller, 
2013). Particularly, brand evangelism has recently gained the interest of many 
researchers and managers. Investigations upon this heightened form of consumer-
brand advocacy have revealed methods of how companies can gain competitive 
advantage just by leveraging relationships with key consumers who can contribute to 
the co-creation of brand value (Becerra and Badrinarayanan, 2013; Doss and Carstens, 
2014). However, these surveys do not incorporate the factor of Social Media and 
whether it contributes or not to consumers-brand evangelistic behaviors. At the same 
time, participation in offline brand communities is found to positively affect 
customer’s commitment, dependability and evangelistic behaviors (Algesheimer, 
Dholakia and Herrmann, 2005). Other researchers have examined the positive effect of 
Social Media marketing activities individually on customer’s brand awareness, brand 
trust, brand identification, brand loyalty and positive word of mouth (Barry 2010; 




again fail to capture a more holistic view of the impact that online brand page 
commitment has on brand evangelism. In the traditional way of branding, it is well-
known that, in order to achieve higher levels of involvement, managers should turn 
the simple visitors of their brand communities first into members, then into 
contributors and finally, into brand evangelists (Algesheimer, Dholakia and Herrmann, 
2005). Little is known, though, about whether Social Media, and especially consumer’s 
brand page commitment, do influence consumer’s brand awareness, brand trust and 
consequently three, main, brand evangelistic behaviors: positive brand referrals, 
oppositional brand referrals and brand purchase intention (Becerra and 
Badrinarayanan, 2013). Therefore, this research seeks to add more insights to the 
understanding of the interaction between brand page commitment and brand 
evangelism. 
1.2 Purpose of the research 
In this study we bring into focus the case of Greece. Greece along with all countries has 
recently witnessed an economic crisis which altered the budget of the majority of 
Greek people consequently affecting their consumption patterns (Gerstberger and 
Yaneva, 2013). A prominent example of this phenomenon is the change of their 
perceptions towards clothing brands, as many people who were used to purchase only 
famous clothing brands, now are also buying the generic. Apropos with the Social 
Media engagement of Greek consumers, data gathered from Consumer Barometer 
indicate that 55 percent of them research or purchase clothes online, whereas 46 
percent of them, before the final purchase of clothes, first have a look for inspiration 
online. As for the creation of their purchase decision on clothing brands (clothing and 
footwear category in Consumer Barometer), 40 percent research on search engines, 17 
percent on brand websites and only 11 percent on social networks. These data help to 
gain a general preview of how Greek consumers face online environments as a mean 
of branding.  
However, the main purpose of this study is to examine whether Greek customers’ 
commitment to their favored clothing brand page is able to transform them into brand 




several scholars have already investigated the brand evangelism concept (Becerra and 
Badrinarayanan, 2013; Doss and Carstens, 2014), there is limited systematic research 
in this subject considering the Greek general public. In addition, academicians and 
practitioners have seldom paid their attention to the effect of Social Media marketing 
activities, and especially that of brand page commitment, on specific brand 
evangelistic behaviors (Zailskaitė-Jakštė and Kuvykaitė, 2016). Another important 
objective of this study is to enable a greater understanding of how this kind of Social 
Media marketing affects Greek customer’s perception of famous versus generic 
clothing brands. Despite the fact that word-of-mouth behavior is one of the oldest 
forms of marketing, brand evangelism marketing still remains a relatively new domain. 
To this effect, it would be of great importance for contemporary managers working in 
the clothing industry to better understand the relation between online brand 
community commitment and customer’s brand evangelistic behaviors. 
1.3 Research questions and structure 
To achieve the purpose before mentioned, this study poses two main questions:  
1. Does Greek customers’ commitment to online clothing brand pages affect 
their brand evangelistic behaviors? 
2. Does Greek customers’ commitment to online clothing brand pages affect 
their perception of famous over generic clothing brands? 
The rest of this article opens as follows. The next section presents an overview of the 
theoretical background relative to the topic of brand evangelism and Social Media 
marketing. In addition, it presents the conceptual framework and the hypotheses 
development of the two research models. Further to this framework, in the third 
section, research methodology is explained. In this section, the reader can gain an 
insight both into the data collection and data analysis. In the fourth section, the study 
concludes with an extensive discussion of the results referring, not only to the 
theoretical, but also to the practical implications of the research. The last section of 




and opportunities, for future academic research upon the topic of Social Media effect 




















Chapter 2: Literature Review 
2.1 The concept of Brand Evangelism 
2.1.1 Definition 
The term “brand evangelism” refers to a strong consumer-brand relationship that goes 
far beyond a positive consumer-to-consumer word-of-mouth (WOM) communication. 
It combines the universal word “brand”, meaning the name, the term, the symbol, the 
sign or the design of a product or even a combination of them (Kotler and Keller et al. 
2012, p. 265) and the greek word “evangelismos” that people know today as 
“evangelism”, meaning the propagation of good news. Brand evangelism was first used 
by Kawasaki (1991) in an attempt to describe the behavior of customers who are 
inherently motivated to fervently spread word-of-mouth (Shaari and Ahmad, 2016). 
Since then, and especially during the Internet boom of the late 1990s, “evangelism” 
became a business buzzword being used, not only in religious, but also in marketing 
context (Cheng, Rhodes, and Lok, 2015). It extended the simple WOM, namely the 
vocal support of a brand, to an advanced, more active level including the behavioral 
support, too (Rashid and Ahmad, 2014). The people who support and communicate 
the character and the features of a specific brand aiming to impact on other’s 
consumption behavior are accordingly called “brand evangelists” (Smilansky, 2009; 
Riivits-Arkonsuo, Kaljund, and Leppiman, 2015). In the literature review, they can also 
be found as “brand zealots”, “brand advocates”, “customer apostles”, “brand 
ambassadors”, “brand militants”, “brand devotees” or “brand missionaries”, all 
meaning the same (Maltzer et al., 2007; Doss and Carstens, 2014). So, what evangelism 




Figure 2.1: Brand story (PBT Consulting) 
2.1.2 The roots of brand evangelism 
Although, individually, the words included in the term of brand evangelism are simple 
and easily understood, as a behavioral concept it is quite complicated and evolves 
from an amalgam of components (Figure 2.1.1). As Becerra and Badrinarayanan (2013, 
p.379) say “brand evangelism can not be bought and has to be carefully cultivated”. 
One could claim that this cultivation has its early stage on AIDA, one of the most 
famous Hierarchy of Effects models, which determines the customer’s decision making 
process (Hutter et al., 2013). It actually explains the four, mental stages of a customer-
relationship with a specific brand: awareness, interest, desire and action. Brand 
awareness or brand salience refers to the ability of a customer to effortlessly recognize 
and recall a brand and together with brand image are the most important elements of 
brand knowledge (Schivinski and Dabrowski, 2015; Zailskaitė-Jakštė and Kuvykaitė, 
2016). Interest and desire, are what Albert (2008) name as attraction and passion in his 
survey on the eleven dimensions of brand love (Riivits-Arkonsuo et al., 2015). 
Customer’s love for a specific brand is also linked to positive emotions, spreading of 
love for the brand extrovertly (WOM), resistance to negative information, brand 
loyalty, as well as consumer repurchase intentions, namely the last stage of AIDA 
model (Carrol and Ahuvia 2006; Batra, 2012). Except, though, for the mental and the 
emotional stage, consumer’s passionate love for a brand can subsequently be 
translated into brand adoption and brand advocacy, behaviors whose combination 




2.1.3 Relevant theories 
As it still remains a relatively new concept in the marketplace, brand evangelism has 
limited systematic research upon it. Among the first who recognized that word-of-
mouth underplays the meaning of brand evangelism was Maltzer (2007) who defined it 
as an active and committed way of disseminating positive thinking of a specific brand 
in an attempt to convince others of becoming engaged with the same brand 
(Swimberghe, Astakhova and Wooldridge, 2014). For Maltzer (2007) “consumers who 
evangelize are passionate about their brand and feel the need to share emotions with 
others” (Riivits-Arkonsuo at al., 2015, p.7). His approach, though, was restricted only to 
vocal communication, without taking into account the customer’s behavioral 
component. The journey from the first experience with a brand to the customer 
becoming brand evangelist was also analyzed in the Analytical Model of a 5-stage 
pyramid adopted by Tarssanen and Kylanen (2007) and Tynan and McKechnie (2009). 
Consumers in each of these five stages modify their tone of speaking so as to 
evangelize their meaningful brand experiences and persuade others to engage with 
their favored brand (Riivits-Arkonsuo at al., 2015). Scarpi (2010), on the other hand, 
separated brand evangelism in two main categories: the brand-related, caused by 
affect towards a brand and the community-related, caused by loyalty towards a 
community. However, similar to Maltzer (2007), Tynan and McKechnie (2009), he 
focused again only on the emotional and psychological factors overlooking the 
behavioral factors supporting this strong word-of-mouth behavior.  
During the last years, some researchers tried to give a more precise feedback on brand 
evangelism literature. Among them are Becerra and Badrinarayanan (2013) who 
supported that, in order for brand firms to cultivate their customers’ strong 
evangelistic behaviors they should create brands that customers both trust and 
identify with. Brand trust, namely the consumer’s willingness to rely on a brand’s 
expertise, together with brand identification, namely the brand’s ability to satisfy the 
consumer’s self-definitional needs, are the two “essential building-blocks” which 
generate three supportive brand-related actions: brand purchase intentions, positive 
brand referrals and oppositional brand referrals (Becerra and Badrinarayanan, 2013). 




support. Brand purchase intentions describe consumer’s actual willingness to act 
toward a brand. Referral intention, when positive, means that customers try to 
persuade others to purchase the same brand, and when negative, means that they try 
to deter others from buying competitor’s brands (Rashid and Ahmad, 2014). Doss 
(2014) also showed that, apart from brand trust and brand identification, other 
elements leading to brand evangelism include brand satisfaction, brand salience, as 
well as opinion leadership. In addition, based on the Big Five Personality Traits 
(OCEAN) Model (Goldberg, 1993), he proved that, among them, only extraversion and 
openness are positively related to brand evangelistic behaviors. Especially extravert 
customers are important advocates of a brand and can automatically become 
passionate opponents if they are disappointed by this particular brand (Matzler et al., 
2005; Becerra and Badrinarayanan, 2013). So, extraversion is what actually motivates 
“brand champions” (Doss, 2014) to freely evangelize their ideas, feelings and 
information regarding a specific brand aiming to proselytize others to that brand.  
2.1.4 Importance 
The investigation of how strong customer-brand relationships lead to specific brand 
evangelistic behaviors is an important topic not only for researchers, but also for 
contemporary managers. In todays “referral powered” (Shaari and Ahmad 2016, p.80) 
community brand evangelists could play a crucial role acting as “volunteer 
salespeople” and actively embracing a particular brand (Doss, 2014). Customers have 
now become the drivers of brand value and can significantly contribute to the brand 
value creation process. Recent research, though, suggests that, in order for brand 
managers to generate and maintain their customers’ loyalty, word-of-mouth and 
resistance to negative information, they first have to focus on transitioning their 
“liked” into “loved” brands (Becerra and Badrinarayanan, 2013). Similar to that, they 
need to empower their customers to actively participate and involve in marketer-
sponsored communities turning them from simple visitors, into members, contributors 
and finally, into brand evangelists (Algesheimer et al., 2005). Only then, will they have 
the opportunity to integrate them in the creation of their brand equity. Managers do 
recognize the significance of community brand evangelism (Scarpi, 2010), that’s why 




and Badrinarayanan, 2013). Offline cultivation and encouragement of brand 
evangelistic behaviors for the benefit of their brand is something that managers have 
already got acquainted with. However, during the past few years, the center of their 
attention is whether online brand communities do equally have the ability to generate 
customer’s brand evangelism. The following section sheds light on this particular topic. 
2.2 Social Media evangelism marketing  
2.2.1 Social Media  
Social media defines all the Internet-based applications which form both the 
ideological and the technological base of Web 2.0. and contribute to the creation and 
exchange of information, experiences and perspectives throughout various 
community-oriented websites (Gaber and Wright, 2014; Parganas, Anagnostopoulos 
and Chadwick, 2015). This information-exchange, taking place in online social 
networks, is usually characterized in the literature review as e-word-of-mouth (e-
WOM) or social networking (Barreda, Bilgihan, Nusair and Okumus, 2015). Online 
social networks involve common sites such as Facebook, Instagram, Twitter, Youtube, 
Pinterest, Forums etc., whose greatest benefit is the creation of a virtual, online 
environment where users can communicate and interact with each other by posting 
comments, reviews, videos and pictures (Saravanakumar and SuganthaLakshmi, 2012; 
Erkan and Evans, 2016).  
2.2.2 Social Media Marketing  
When social networks are used by businesses for the promotion of their brands, as 
well as for the approach of online-customers, they are often called brand social 
networks or online brand communities (Park and Kim, 2014; Gong, 2018). Accordingly, 
Social Media marketing explains exactly that kind of business activity conducted 
through Social Media websites and social networks. Also know as “digital marketing” 
or “e-marketing”, Social Media marketing facilitates the approaching of new customers 
and the engaging of existing customers (Investopedia). Great marketing in Social 
Media can lead to remarkable success, increasing sales and ardent advocates of a 




business by utilizing Social Media defines what researchers call “Social Media 
marketing strategy”. 
2.2.3 Brand page commitment 
Among all Social Media marketing strategies, the creation of an online brand 
community is one of the most important. Customer’s commitment to an online brand 
community (e.g. fan page) describes the psychological state or attitude towards the 
maintenance of a relationship with a particular brand. It can either be affective, caused 
by emotional connection to the brand, or calculative caused by anticipated costs of 
leaving the relationship with a brand. In this paper, customer’s brand page 
commitment refers to the degree of his emotional attachment (affective) to a 
particular brand. Studies examining brand page commitment have also identified that 
it can positively affects brand performance, such as brand loyalty. Other studies 
support a positive relationship between online brand communities and customer’s 
identification, showing stronger attachment to brand relationship quality (Hur, Ahn, 
and Kim, 2011). Despite its significance as an individual component, little is known 
about the significance of customer’s brand page commitment on brand evangelism. 
2.2.4 Social Media effect on brand evangelism 
Figure 2.2: Online consumer’s journey 
The undeniable Social Media revolution during the last decade, has transformed them 




Faulds, 2009): not only do they support firm’s brand image, but also they create lasting 
brand equity. On the one hand, the virtual interactivity and the reduced anonymity in 
online environments provide customers with system and information quality (Barreda, 
Bilgihan, Nusair, and Okumus, 2015), as well as the ability to create their own episodic 
memories. These memories become brand experiences which they later on share with 
their online friends contributing to the free word-of-mouth marketing for companies 
(Park and Kim, 2014; Gaber and Wright, 2014). As a result, they are automatically 
transformed from passive to active creators and influencers adding a 5th P, 
Participation, in the 4Ps of marketing mix (Gaber and Wright, 2014). On the other 
hand, marketers, apart from Paid and Owned media (firm-generated content 
controlled by company itself) seek to utilize the Earned media (user-generated content 
or e-WOM) for their brand-advertising (Stephen and Galak, 2012). Particularly for 
clothing industry, the majority of the brands often use Social Media to provide 
information about their new products and seasoned trends or Facebook fan pages to 
promote coupons or discounts among online-consumers (Schivinski and Dabrowski, 
2015). Generally speaking, though, companies nowadays carefully monitor or even 
participate in online conversations with their customers, not only because their 
customers perceive it positively, but mostly because the companies themselves can 
gain direct and cost-free insights into their customer’s perception of their brand 
(Parganas at al., 2015). To maintain a strong relationship with their consumers, 
managers also try, using their Social Media outlets, to demonstrate a high level of both 
relationship quality and behavioral loyalty which are by definition positively related 
(Park and Kim, 2014). The ultimate aim of their attempt is to assure their customers’ 
brand engagement, which in Social Media glossary is translated into customer brand 
page commitment. 
Based on current literature, it is not quite clear whether brand page commitment is 
directly related to brand evangelism or not. Contrary to e-marketing customer 
engagement, which refers to the company’s intention to increase the time or the 
attention their customers give to its brand on the web or across multiple channels 
(Sashi, 2012), brand page commitment requires together the physical, cognitive and 




Gong, 2018). It is not only awareness, purchase, satisfaction, retention and loyalty, but 
the feeling of intimacy that turns loyal customers into ardent advocates of a brand, 
namely into brand evangelists (Sashi, 2012; Gong, 2018). Social Media marketing 
bolsters customer’s “in-role behavior” (Gong, 2018, p.11), namely his intimacy and 
trust on a brand, aiming to strengthen even more his “extra-role behavior”, namely 
customer’s brand engagement and brand evangelistic behavior (Pentina, Guilloux and 
Micu, 2018; Gong, 2018). The degree of his engagement in a brand page is inter alia 
positively related to his openness to new brand experiences, one of the Big Five 
Personality Traits (OCEAN) which is also positively related to brand evangelism 
(Zailskaitė-Jakštė and Kuvykaitė, 2016). On their last survey on brand evangelism, 
Becerra and Badrinarayanan (2013) mentioned that both the velocity of e-WOM 
communication and the large size of communication network give online 
environments the potential to become platforms of brand evangelism manifestation 
without, though, examining the consequences on each of the three evangelistic 
behaviors. Shaari and Ahmad (2016) showed that brand page commitment would only 
lead to positive brand referrals, but not oppositional. That is to say, participation in 
such online communities results in providing positive feedback and does not go 
beyond comparing competing brands (Shaari and Ahmad, 2016). What Shaari (2016) 
proved is that marketing through online brand communities only contribute to positive 
brand referrals, brand purchase intentions and constructive complaint (Hennig-Thurau 
et al., 2010). Oppositional brand referrals are not necessarily driven by customer’s 
brand community commitment.  
From a managerial point of view, understanding the power that Social Media brand 
commitment has on the generation of brand evangelism is of great importance. Many 
managers, although recognizing that social networking has become a global movement 
and undeniably influences the customer care (Figure 2.2), they often feel uncertain as 
to how they can utilize it for marketing goals (Nadeem, 2012). The reason is, they do 
not know how to monetize the benefit of Social Media. On the other hand, they feel 
intense pressure to actively engage in online community relationships with their 
customers being afraid that, if they do not do so, they might be perceived as out-of-




gain a better insight on whether customer’s brand page commitment does contribute 
to brand evangelism, so as to cost-free foster their company’s sales and financial 
growth. 
2.3 Conceptual framework and hypotheses development 
Drawing on the aforementioned literature review, this study aims to analyze how 
Social Media marketing activities impact on brand evangelism particularly focusing on 
clothing brands and Greek population. For this to happen, two basic models are 
developed: the first one examines whether brand page commitment affects brand 
evangelism, whereas the second tests whether this commitment in online brand 
communities influences the way customers perceive famous and generic clothing 
brands. The configuration of these two models is based on theoretical considerations 
as explained next.  
2.3.1  Key definitions 
Before developing the hypotheses of the current study’s concept, it would be quite 
useful to quote some key definitions relevant to these hypotheses and thus, contribute 
to the better understanding of this concept: 
Brand- “A brand is a name that influences buyers, becoming a purchase criterion.” 
(Kapferer, 2012, p.11) 
Brand perception- “…perceptions of product brand influence judgments of quality and 
overall desirability and are primarily derived from the product appearance.” 
(Ranscombe, Hicks, Mullineux and Singh, 2012, p.2) 
Brand awareness- “…refers to the strength of a brand’s presence in the consumer’s 
mind.” (Aaaker, 1996, p.10) 
Brand trust- “…the confident expectations of the brand’s reliability and intentions in 
situations entailing risk to the consumer.” (Delgado-Ballester, 2004, p.2) 
Brand page commitment- “…consumer’s intrinsic motivation to interact and cooperate 




Positive brand referrals- “…the propensity to provide positive statements about a 
brand…” (Becerra and Badrinarayanan, 2013, p.372) 
Oppositional brand referrals- “…the propensity to provide unfavorable statements 
about competing brands…” (Becerra and Badrinarayanan, 2013, p.372) 
Brand purchase intention- “…the propensity to purchase products of a specific 
brand…” (Becerra and Badrinarayanan, 2013, p.372) 
Below (Figure 2.3) is depicted the way the aforementioned terms are connected, all 











Figure 2.3: Conceptual framework 
2.3.2 Hypotheses development 
Over the past decade, online brand communities have developed a nature of both 
web- and fan- pages which facilitate fast and easy communication between customers 
and brands and among customers themselves (Gong, 2018). Nowadays, marketers 
usually use their Facebook fan-pages to post their new products and seasoned trends, 
not only to inform their online customers, but also to empower them to actively 
engage in interaction with their brand content (e.g. follow, like, comment) (Zailskaitė-




network systems agree on receiving the advertisements from a brand page and thus, 
work voluntarily for that brand (Erkan and Evans, 2016). So, concerning our two 
models, we regard brand page commitment as an independent variable. At the same 
time, consumer’s engagement in such fan-pages has been found to be strongly 
correlated to customer’s brand awareness (Schivinski and Dabrowski, 2015), namely 
the strength of a brand’s presence in consumer’s mind. As a result, our first hypothesis 
is: 
 H1.1: Brand page commitment is likely to be positively correlated to brand 
awareness. 
Brand firms, in order to effectively make use of Web 2.0. for the discovery of key 
customers, to engage these customers and, finally, transform them into brand 
advocates, they first ought to apply the so-called “relationship marketing” (Miller and 
Lammas, 2010). That means, firms should move away from hard-sell and focus on 
marketing with customers, building a trusting relationship with them. Based on that, 
our second hypothesis is the following:  
 H1.2: Brand page commitment is likely to be positively correlated to brand 
trust. 
 At the top of that, consumers who are members of an online community such as a 
brand’s fan-page, often feel a sense of duty both to others and the community (Park 
and Kim, 2014). As Bailey’s (2010) survey revealed, more than a half of customers who 
connect with their favored brand through brand social networks are likely to 
recommend this brand to their families, friends, co-workers (Pentina et al., 2018). 
Demonstrating support for a particular brand and recommending somebody to 
purchase it is what Becerra and Badrinarayanan (2013) name as “positive brand 
referrals”. According to these data, our third hypothesis for the first model is: 





Similarly, consumers who seek to articulate themselves in support of a brand are also 
likely to engage in dissuading others from consuming competing brands (Becerra and 
Badrinarayanan, 2013). However, a recent study (Shaari and Ahmad, 2016) showed 
that commitment in online brand communities is not a determinant of oppositional 
brand referral intention, namely the customer’s intention to convince somebody to 
switch from oppositional brands (Cheng et al., 2015). As a result, regarding our first 
model, the fourth hypothesis is the following:  
 H1.4: Brand page commitment is likely not to be correlated to oppositional 
brand referrals. 
Many studies have also showed that apart from loyalty, customers who engage with 
companies over the social media tend to spend more with these companies (Nadeem, 
2012; Barreda et al., 2015). That is to say, marketers who aim to generate sales 
through Earned media should invest in boosting Social Media activity and word-of-
mouth (Stephen and Galak, 2012). So, regarding brand purchase intention, namely a 
customer’s intentional plan to purchase a brand, we suppose that: 
 H1.5: Brand page commitment is likely to be positively correlated to brand 
purchase intention. 
As mentioned, Social Media brand communication has the power to positively 
influence an individual’s perception of brands (Schivinski and Dabrowski, 2015). 
Especially for Social Media marketing, Kim and Ko (2010) noticed that it can boost 
consumer’s loyalty in luxury brands (Pentina et al., 2018). Given that, concerning our 
second model we hypothesize that: 
 H2: Brand page commitment is likely to be positively correlated to the purchase 
of famous brands. 
To provide a more robust analysis of the aforementioned relationships, we also 
incorporate four control variables in our conceptual framework: gender, age, 
education and monthly income. To start with, the parameter of gender is considered 




for a brand (Becerra and Badrinarayanan, 2013). So, it is expected that it might be 
somehow related either to brand evangelism or to the choice of a famous versus a 
generic brand. Age may or may not be a determinant of brand evangelism, however it 
is remarkable that the roots of close connection to a brand often lies in childhood and 
consequently, determines the consumer’s rest of life (Riivits-Arkonsuo et al., 2015). It 
has also been found that teens perceive brands as a symbol of “status, prestige and 
coolness”(Achenreiner and John, 2003), so it would be quite interesting to test at what 
extent does age affects brand evangelistic behaviors, as well as, the customer’s 
perception of generic and famous brands. On the other hand, little has been written 
about whether customers’ education contributes to their brand advocacy. On the 
contrary, slightly changing Becerra and Badrinarayanan ascertainment, one could claim 
that brand evangelism can not be taught but has to be “carefully cultivated”. Based on 
that, we would not expect education to play a critical role in our two models. As for 
the monthly income, although it does not clearly affect customer’s evangelistic 
behavior, it is more than obvious that it is a basic determinant for the selection of a 
famous over a generic brand. Subsequently, we provide information regarding the 











Chapter 3: Research methodology 
3.1 Data collection 
In an attempt to answer the two research questions and test the aforementioned 
hypotheses, apart from the exhaustive literature review, this study provides also a 
deductive, exploratory survey. The main instrument used for this survey, aiming to the 
collection of primary data, was a standardized, online questionnaire based on the 
model proposed by Google Forms. Respondents were invited to answer this by clicking 
to the link of questionnaire broadcasted through Facebook messages and e-mails. All 
the respondents promised anonymity and their participation in the survey was 
voluntary. In order, though, to test the survey’s efficacy, a pilot survey was first 
conducted. During this probationary period, a pretest, online questionnaire was sent 
to 50 Greek respondents randomly selected among Facebook and e-mail contacts. This 
was done primarily to check whether the answers given could somehow explain the 
dependent variables of the two research models. Subsequently, using systematic, 
convenience and random sampling to our online Greek contacts, a total of 252 usable 
responses were collected and considered for the analysis. The main data collection 
took place in October and the average response rate was 0.25. From the answers 
given, 45 percent were male and 55 percent were female respondents. Of the 
respondents, 54 percent were aged between 15 and 24 and 28 percent were aged 
between 25 and 34. Only 17 percent of the respondents were over 34, while the 
average age was 27.18. The majority of respondents (77 percent) were either 
undergraduate or postgraduate university students, whereas only 23 percent of them 
were teenagers studying at high school. Regarding their income, 48 percent of the 
respondents answered earning less than 500€ per month, 32 percent of them 
answered earning between 500€-1000€ per month and only 20 percent of the 
respondents has a monthly income higher than 1000€. All answers are depicted in 
Appendix 2.  
The questionnaire used for the online survey was qualitative in nature and had three 
main sections (Appendix 1). The first one welcomed the participants and introduced 




concerning the respondents’ gender, age, education and monthly income, namely the 
control variables of our two proposed research models. The last, third section 
instructed participants to think of their favored clothing brand and, accordingly, 
answer the eleven questions included. In this section, respondents were tested on 
their preference on generic or famous clothing brands, as well as on their brand page 
commitment, brand awareness, brand trust, positive and oppositional brand referral 
intention and finally, on their brand purchase intention.  
The study was based on well-established measures from existing studies with some, 
slight variations. In order to simplify the survey and enhance the feasibility of data 
analysis, at least for the majority of the questions, instead of using the multiple-point 
Likert scale, a one-item, two-point scale was chosen (Table 3.1a, 3.1b). To start with 
the demographic section, gender was obviously measured with a one-item, two-point 
(male or female) scale with males being coded as 0 and females as 1. Age was 
measured using a one-item, five-point scale (e.g. 15-24 years old) (ELSTAT). The scale 
used for the measurement of education was the one-item, four-point scale (e.g. high-
school graduate). As for the monthly income, the measurement used was the one-
item, five-point scale (e.g. below 500€) (ELSTAT). Moving forward with the third 
section, all items tested were measured on a two-point scale. The customers’ 
preference on famous or generic clothing brands was measured by using a one-item, 
two-point (famous or generic) scale with famous being coded as 1 and generic as 0. 
The customer’s brand page commitment was measured on a two-item, two-point (yes 
or no) scale (e.g. “I frequently visit my favorite brand page”) (Hutter et al., 2013) with 
“yes” being coded as 1 and “no” as 0. Their trust, or in other words, loyalty on their 
favored clothing brand was measured using a one-item, two-point (yes or no) scale 
(Becerra and Badrinarayanan, 2013) with 1 indicating “yes” and 0 “no”. Brand 
awareness was similarly measured using a one-item, two-point (yes or no) scale 
(Hutter et al., 2013) with “yes” coded as 1 and “no” as 0. Respondents’ brand 
evangelistic behavior was revealed in the following six questions. Customers’ positive 
brand referral intention (e.g. “I Like/ Follow/ Tweet a brand in Social Media”), as well 
as, their oppositional brand referral intention (e.g. “I Dislike/ Un-follow a brand in 




two-point (yes or no) scale with “yes” coded as 1 and “no” as 0. Finally, a two-item, 
two-point (yes or no) scale was also used for the measurement of respondents’ brand 
purchase intention (e.g. “I buy the brand more often”) (Hutter et al., 2013, Becerra and 
Badrinarayanan, 2013) with 1 indicating the “yes”- and 0 indicating the “no”-answers. 




















Table 3.1b: Measurements of other data (dependent and independent variables) 
3.2 Data analysis 
The statistical process primarily followed to analyze the data collected was regression 
analysis. Regression analysis is not only used for prediction and forecasting, but it also 
helps to draw statistical inference for those independent variables which are related to 
the dependent one (Wikipedia). Under these circumstances, one could rightly claim 
that regression analysis is able to infer causal relationships between the exogenous 
and homogenous variables of the two research models above mentioned. In an 
attempt to explore the forms of these relationships and provide a more concrete 
analysis of the data, this study utilizes three Excel-Analysis-Tools: the pivot, the 
correlation and the regression analysis.  
3.2.1 Pivot Analysis 
The first step before applying the correlation, as well as, the regression analysis was to 
use the Excel’s Analysis Tool “Pivot Analysis” in order to gain a more accurate insight 




the majority of Greeks (57 percent) shows preference on famous clothing brands as 
depicted in the pie chart below:  
Figure 3.1: Greeks’ preference on famous over generic clothing brands 
Table 3.2: Greeks’ preference on famous over generic clothing brands (Pivot Analysis 
Matrix) 
To be more specific, men’s preference on popular clothing exceeds that of women 17 
percent (Figure 3.2). That is to say, the majority of men (74 percent) show higher 
preference on famous than on generic clothing brands, whereas women in their 











Figure 3.2: Gender-group preference on famous clothing brands 
Of those respondents who usually buy famous brands, 56 percent is aged between 15 
and 24 and 24 percent is aged between 25 and 34. Only 20 percent is aged over 35 
whereas the average age of those preferring famous brands is 27.8. This is also obvious 
in the table below: 
Figure 3.3: Age-group preference on famous clothing brands 
Quite interesting is the fact that the majority of undergraduate students (53 percent) 
usually buy no-name clothing brands, whereas the majority of the postgraduate 
students (64 percent) mostly prefer famous clothing brands. Below the pie charts allow 
also a comparison of the data: 
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Figure 3.4a: Education-group preference on generic clothing brands 
Figure 3.4b: Education-group preference on famous clothing brands 
Not surprisingly, it was also observed that the majority of those buying brand-name 
clothes are people who earn more that 500€ per month, and at the same time, 
customers who prefer the no-name over the brand-name clothing products are those 
























Figure 3.5: Income-group preference on famous clothing brands 
Next, it is analyzed the process of correlation analysis. 
3.2.2 Correlation analysis 
Among the classical underlying assumptions of a regression analysis is the linearity-
independence of the independent variables. This is the reason why, it was furthermore 
tested whether any of the independent variables used in the six regression models 
developed is a linear combination of others. The implementation of this test was done 
by using the Excel’s Analysis Tool “Correlation” as presented below (Table 3.3):  
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63% 







Table 3.3: Correlation analysis matrix 
Indeed, the test revealed that, although it is not strong (0.35 and 0.38), it does exists 
positive correlation between the control variable “Gender” and the independent 
variable “Brand page commitment”. However, because it was initially determined as a 
control variable for the two research models, this correlation was finally overlooked. 
At the same time, though, another even stronger correlation could not be easily 
ignored: the two items testing the consumer’s brand page commitment perform quite 
strong (0.53), positive correlation. Much the same is for the items testing the 
consumer’s positive brand referrals (0.25), oppositional brand referrals (0.19) and 
brand purchase intention (0.31). Apart from the linearity-independence test, 
correlation analysis also helped to gain a brief preview on the relationships tested in 
the hypotheses above mentioned. The following sub-chapter provides the process of 
regression analysis. 
3.2.3 Regression analysis 
In order to lend further credence to this study, it was considered necessary to also 
implement a regression analysis of the data. “Regression” from Excel’s Analysis Tool-
pack serves this implementation. As benchmark for the determination of one variable’s 
statistical importance we used the standard significance level of α=0.05. Considering, 




be linearly dependent and based on the initial hypotheses developed in section 2.3, 
the hypotheses finally tested and their relative regression models implemented are 
presented below:  
 H1.1.1: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to brand awareness (BA).  T (True) 
Table 3.4: Regression analysis of BPC (Fq) effect on BA 
 H1.1.2: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to brand awareness (BA).  T (True) 
 





 H1.2.1: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to brand trust (BT).  T (True) 
Table 3.6: Regression analysis of BPC (Fq) effect on BT 
 H1.2.2: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to brand trust (BT).  T (True) 






 H1.3.1a: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to positive brand referrals (PBR-Like/ Follow/ Tweet).  T (True) 
Table 3.8: Regression analysis of BPC (Fq) effect on PBR (L/ F/ T) 
 H1.3.1b: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to positive brand referrals (PBR-suggest somebody to Like/ Follow/ 
Tweet).  T (True) 






 H1.3.2a: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to positive brand referrals (PBR-Like/ Follow/ Tweet).  T 
(True) 
Table 3.10: Regression analysis of BPC (Nr) effect on PBR (L/ F/ T) 
 H1.3.2b: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to positive brand referrals (PBR-suggest somebody to Like/ 
Follow/ Tweet).  T (True) 




 H1.4.1a: Brand page commitment (frequency of visits-Fq) is likely not to be 
correlated to oppositional brand referrals (OBR-Dislike/ Un-follow).  T (True) 
Table 3.12: Regression analysis of BPC (Fq) effect on OBR (D/ U) 
 H1.4.1b: Brand page commitment (frequency of visits-Fq) is likely not to be 
correlated to oppositional brand referrals (OBR-suggest somebody to Dislike/ Un-
follow).  T (True) 





 H1.4.2a: Brand page commitment (number of pages subscribed-Nr) is likely not 
to be correlated to oppositional brand referrals (OBR-Dislike/ Un-follow).  T 
(True) 
Table 3.14: Regression analysis of BPC (Nr) effect on OBR (D/ U) 
 H1.4.2b: Brand page commitment (number of pages subscribed-Nr) is likely not 
to be correlated to oppositional brand referrals (OBR-suggest somebody to 











 H1.5.1a: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to brand purchase intention (BPI-frequency of repurchase).  T 
(True) 
Table 3.16: Regression analysis of BPC (Fq) effect on BPI (Fq Rp) 
 H1.5.1b: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to brand purchase intention (BPI-willingness to repurchase).  T 
(True) 




 H1.5.2a: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to brand purchase intention (BPI-frequency of repurchase). 
 T (True) 
Table 3.18: Regression analysis of BPC (Nr) effect on BPI (Fq Rp) 
 H1.5.2b: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to brand purchase intention (BPI-willingness to repurchase). 
 T (True) 





 H2.1: Brand page commitment (frequency of visits-Fq) is likely to be positively 
correlated to the purchase of famous brands (F/ G).  T (True) 
Table 3.20: Regression analysis of BPC (Fq) effect on F/G 
 H2.2: Brand page commitment (number of pages subscribed-Nr) is likely to be 
positively correlated to the purchase of famous brands.  F (False) 
Table 3.21: Regression analysis of BPC (Nr) effect on F/G 
3.3 Data Evaluation 
The aforementioned correlation and regression analysis offered a more holistic view of 
both the correlation and the statistical inference of the data collected. To start with 
the first model, hypotheses H1.1.1 and H1.1.2 predicted positive relationship between 




correlation (0.16 and 0.29 accordingly), the regression also reveals that brand page 
commitment is statistically significant (p< 0.05) for brand awareness (see Tables 3.4 
and 3.5). Similar to that, hypotheses H1.2.1 and H1.2.2 are supported both by the 
significance level (p< 0.05) and by the positive (0.45 and 0.55) correlation of brand 
page commitment with brand trust (see Tables 3.6 and 3.7). Hypotheses H1.3.1a, 
H1.3.1b, H1.3.2a and H1.3.2b, which test the significance of brand page commitment 
to positive brand referral intention, are all confirmed. The correlation analysis shows 
that commitment to brand social networks positively (0.44, 0.36, 0.17 and 0.21 
accordingly) affects positive brand referrals and the regression analysis proves that this 
commitment is also significant (p< 0.05) to this positive word-of-mouth for customer’s 
favored clothing brand (see Tables 3.8, 3.9, 3.10 and 3.11). The exactly opposite is for 
the negative word-of-mouth for competitor-brands. To be more specific, the 
implementation of correlation and regression analysis confirmed that brand page 
commitment is neither significant (p> 0.05) nor related (0.04, 0.05, -0.01 and -0.02) to 
oppositional brand referrals (see Tables 3.12, 3.13, 3.14 and 3.15). That is to say, 
H1.4.1a, H1.4.1b, H1.4.2a and H1.4.2b hypotheses are also confirmed. Considering the 
third brand evangelistic behavior (brand purchase intention), it seems that it is also 
influenced by customer’s brand page commitment. Customer’s commitment to fan 
pages is statistically important (p< 0.05) and positively related (0.35, 0.38, 0.20 and 
0.28) to his willingness to buy the brand (see Tables 3.16, 3.17, 3.18 and 3.19), namely 
hypotheses H1.5.1a, H1.5.1b, H1.5.2a and H1.5.2b are true. As for the last hypotheses, 
H2.1 and H2.2, results are somewhat ambiguous. Although in both cases, brand page 
commitment is statistically significant (p< 0.05) for the choice of a famous over a 
generic clothing brand, only the frequency of customer’s visits on a brand’s fan-page is 
positively (0.14) related to his decision on purchasing a popular over a no-name 
clothing brand (see Table 3.20). On the contrary, the number of a particular brand’s 
fan-pages he follows (e.g. follow a specific clothing-brand in Facebook, Twitter, 
Instagram etc.) is not related (0.00) to the way he perceives clothing brands (see Table 
3.21). So, regarding the second model, only one (H2.1) of the two hypotheses is finally 
supported in terms of correlation and significance. Next, the paper provides a 





Chapter 4: Discussion 
The statistical analysis carried out in the previous section aimed to answer the two 
research questions initially stated (section 1.3). First, it was investigated how brands’ 
Social Media marketing activities, and especially, Greeks’ Social Media use and 
commitment to brands’ online pages involves on either the cultivation or the 
intensification of brand evangelism. Secondly, it was tested whether that kind of 
individuals’ Social Media commitment influences their perception of famous and 
generic clothing brands. Our findings demonstrate that brand-page commitment has 
positive effects on customers’ brand trust, brand awareness, positive brand referral 
intention, as well as their brand purchase intention. Results further indicate that 
customers’ involvement to brand social networks does not affect their oppositional 
brand referral intention, namely their attempt to dissuade others of purchasing 
competing clothing-brands. Moreover, findings relative to the second issue imply that 
Greek customers’ brand-page commitment could also impact on their perception of 
famous or generic clothing brands, without, though, being always so. Below are 
explained the theoretical and practical implications of this survey. 
4.1 Theoretical implications 
To put the charge in a diluted form, the primary research carried out shows that Social 
Media branding activities can indeed influence customer’s connection to a brand. At 
an early stage, Social Media marketing managed through brand social networks 
deepens more consumer-brand relationships, building even stronger bonds between 
the customer and the brand. Customer’s commitment to various online pages relative 
to his beloved brand strengthens his brand awareness, namely his ability to recognize 
his favored brand under different conditions (Becerra and Badrinarayanan, 2013). The 
more the frequency of customer’s visits on a particular fan page, the more his 
familiarity with that particular brand. Not only does he manage to effortlessly recall a 
brand, but, thanks to online social networks, the possibilities of an online purchase are 




held engagement in such brand pages leads to deeply held brand trust. Engaging and 
often interacting with online brand content contributes to the customer’s Social Media 
loyalty, namely positive brand advocacy and selection of the brand as a first choice 
(Zailskaitė-Jakštė and Kuvykaitė, 2016). At the same time, prior studies have ofttimes 
showed that both brand awareness and brand trust constitute factors leading to brand 
evangelistic behaviors (Becerra and Badrinarayanan, 2013; Sashi, 2012). When 
customer is aware of a brand, he can connect and interact with that brand, recognize 
that it offers him satisfaction, try to retain this brand connection, commit to that brand 
and finally, advocate on behalf of that brand (Sashi, 2012). When brand awareness and 
brand trust are fortified, then customers often cultivate such emotional connection 
with the brand that leads them to brand evangelistic behaviors (Riivits-Arkonsuo et al., 
2015). So, providing that brand page commitment has a positive influence on brand 
awareness and brand trust and that these two positively affect brand evangelism, the 
previous research deduction could reasonably be that brand page commitment 
positively affects brand evangelism. 
Quite so, the statistical analysis of the previous section demonstrates that overall, 
customer’s connection to brand social networks, namely customer’s connection to a 
brand through Social Media, does bolster brand evangelism. In the context of this 
study, brand evangelism is conceptualized as an active and committed way of 
communicating with the brand and consuming that particular brand (Riivits-Arkonsuo 
et al., 2015). Retrieving the parameters examined by Becerra and Badrinarayanan 
(2013), this study herein investigates the Social Media effect on intensive 
communication, using the variables of positive and oppositional brand referrals and on 
intensive consumption, accordingly using the variable of brand purchase intention. 
Positive brand referral intention is what researchers often call as positive word-of-
mouth or brand advocacy. In e-marketing glossary this is also found as electronic word-
of-mouth or e-WOM. The findings concerning positive referrals are in accordance with 
existing literature review, confirming that brand page commitment is an important 
element for the generation and broadcasting of positive word-of-mouth (Zailskaitė-
Jakštė and Kuvykaitė, 2016; Hennig-Thurau et al., 2010). Empowering customers to 




forms, is the key motive in order to assure their brand advocacy. On the contrary, the 
examination of brand page commitment does not reveal that it consist a key element 
for oppositional brand referrals, namely the messaging of disgusting comments for 
rival, in current case, clothing brands (Becerra and Badrinarayanan, 2013). Although 
brand evangelists, by nature, are likely to demonstrate approach-avoidance 
relationships with competing brands of the same product category, it seems that Social 
Media platforms do not strongly support such behaviors. This result is again in 
compliance with similar previous studies examining the effects of brand page 
commitment on brand evangelistic behaviors (Shaari and Ahmad, 2016). As for the 
customer’s intention to purchase a brand, this study validates that it is supported by 
his commitment to brand’s social networks. Online channel customer engagement, 
meaning the repeated online interaction between the customer and the brand, is inter 
alia positively related to purchase frequency (Sashi, 2012). Customers usually show 
more positive attitudes towards Social Media brand advertising than other media, 
because they find it informative and reliable (Gaber and Wright, 2014). The 
combination of all these confirms that consumers’ commitment to their favored 
clothing-brand pages is able to cultivate considerable brand evangelistic behaviors. 
The statistical analysis also explains another important issue that of Social Media effect 
on customer’s perception of clothing-brands, either famous or generic. The truth is, 
the name is the first point of contact when a product introduces itself to a customer 
aiming to position its name to customer’s mind (Trout and Ries, 1986). Positioning is 
usually managed through Social Media marketing activities which strive for and, finally, 
influence consumer’s perception of a brand. For instance, highly advertised brands are 
often considered as brands of higher quality without that being always the case 
(Schivinski and Dabrowski, 2015). The findings of the second model, in accordance to 
these data, validate that the more frequent the consumer’s engagement is in online 
brand content, the higher is his preference on popular clothing-brands. However, the 
results do not confirm that the number of fan-pages, the customer is subscribed in, 
play a key role in his preferences. That is to say, either he follows his favored clothing-
brand only in Facebook, or together in Facebook, Instagram, Twitter and so on, his 




only when it is frequent and intensive, is able to impact on Greek customer’s choice of 
a famous or a generic clothing-brand. Overall, from a theoretical point of view, the 
findings of the survey conducted are at a great extent consistent with existing 
literature review.  
4.2 Managerial implications  
Apart from the theoretical, the current study also provides significant managerial 
insights concerning the role that Social Media marketing plays in clothing-brand 
management. As mentioned, the recent technological revolution has automatically 
shifted the locus of brand creation from companies to consumers making Social Media 
an indispensable resource for consumer decision-making (Pentina, 2018). Although 
many managers often feel uncertain as to how they can utilize Social Media in their 
marketing activities, this study proves that Social Media enhance brand evangelism 
and thus, consist an integral part of successful clothing-brands. 
The starting point in order for contemporary clothing-firms to be successful is to make 
their customers aware of their brands. Social media indeed contributes to the clothing-
brand’s positioning to the customer’s mind. Marketing tools such as brand-related 
video-clips facilitate representation process of brand memory, so as he automatically 
recalls it among other brands of the same product category. At the same time, another 
important element of a leveraging, long-term relationship between the company and 
the customer is trust. Again, thanks to the ubiquity, reduced anonymity and virtual 
interactivity offered in Social Media, companies can communicate with their 
customers 24h/ day providing them more information about their products and 
building a trusting relationship with them. The more the investment in Social Media, 
the more trustworthy the product is and the more plausible is for the customer to 
repurchase it. Positive brand referrals, which customers disseminate aiming to 
convince others to purchase the same brand, are also supported by Social Media. 
Social media offer an avenue for customers to generate their own brand-related 
content which is messaged with even greater velocity and to a greater extent than it is 
done through offline media. As a result, clothing-brand managers can utilize it to 




Media advertising is even greater, positively affecting his purchase intention. As a 
result, Social Media make it easier for marketing managers to convince their 
consumers to purchase their products, and thus leading to even greater turnover. 
Excluding oppositional brand referrals, brand awareness, brand trust, positive word of 
mouth, as well as, brand purchase intention are all strong arguments supporting that 
Social Media facilitate brand evangelism and are relevant to the successful 
management of brands. 
Social media is all about dialogue and participation. Contemporary managers working 
in clothing industry ought to realize that and, consequently, change their marketing 
mix. That is, except for product, price, place and promotion, they should also add the 
factor “participation”. This study proves that the significance of customer’s 
participation in the creation of brand value is evident not only in offline, but also in 
online branding activities. Participation means that, by using Social Media, companies 
have the potential to get closer to their customers, make them aware of their brand, 
build a trusting relationship with them and motivate them in actively interacting with 
their online brand communities. Only if managers of clothing-brands stop facing Social 
Media simply as a channel for marketing, but instead focus their attention on engaging 
with their customers at every step of “customer corridor”, will they be able to 
generate their customers’ brand evangelism and thus, reduce their costs, increase 











Chapter 5: Limitations and directions for further 
research 
5.1 Limitations 
Like any other research, this study is not free of limitations. Several difficulties 
emerged during the data collection and data analysis period. To start with, the time of 
the data collection and the means to do it were quite limited. As a result, the number 
of available data was quite low in regard to the Greek population. Although, they were 
carefully collected, so as to incorporate responses ranging from various ages and 
regions of Greece, this restriction slightly limits the applicability of our findings to the 
whole country. Another sampling bias, which may also affect the final results, is the 
measurement of the independent variable “brand page commitment”. In this study, 
because of time-limit, focus is given neither on the customer’s commitment on 
different Social Media platforms (e.g. Facebook, Instagram, Twitter, Pinterest etc.) nor 
on the different degrees (lowest, upper, highest) of commitment (Zailskaitė-Jakštė and 
Kuvykaitė, 2016). In addition, this study examines only the clothing industry without 
taking into account other brand categories, hence corrupting again the final results. 
Despite, though, these limitations the present study offers a sufficient and substantial 
starting point for further academic research on the topic of Social Media influence on 
brand evangelism in Greece. 
5.2 Directions for further research 
The topic of brand evangelism, as relatively new, also leaves space for future research 
directed to various issues relative to this topic. Among them is a research that will 
globally test the effect of brand page commitment on brand evangelism, as all 
countries are not of the same technological advancement. So, it would be very 
interesting to see how this factor changes the Social Media effect on brand evangelism 
testing a variety of countries and product categories. For such a study, instead of Excel-
Analysis-Tool-Pack, researchers could also make use of a structural equation modeling 
like STATA, which can definitely provide the market with more concrete results. What 




main Social Media platforms are the most effective in terms on brand advocacy. Future 
research could, for example, be conducted towards the particular effect of Facebook 
on brand evangelism. Moreover, instead of using “brand awareness” as a building 
block of brand evangelism, one could similarly test how Social Media affect “brand 
identification”. Brand identification, together with brand trust, was examined towards 
offline brand evangelism by Becerra and Badrinarayanan (2013). So, future research 
could adopt the framework of Becerra and Badrinarayanan (2013) in order to, this 
time, test the online brand evangelism. Similar to this, Doss and Carstens (2014) 
offered a valuable literature review on the effect that OCEAN model has (openness, 
consciousness, extraversion, agreeableness, neuroticism) on brand evangelism. 
However, they did not take into account the Social Media factor. Future research 
could, for instance, check at what extent brand page commitment is related to 
extraversion, and thus, to brand evangelism. As a last note, one could also more 
carefully investigate the effect of brand page commitment to oppositional brand 
referral intention as an individual brand evangelistic behavior. Regarding the 
oppositional referrals, findings here are neutral, implying no correlation between 
oppositional brand referrals and brand page commitment. However, future research 
could investigate why, if so, Social Media do not affect it. In any case, more research is 
needed in order for researchers and managers to deeply delve into this topic and see 
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Appendix 1: Online questionnaire 
The questionnaire distributed was based on the model provided by Google Forms. As it 
appealed to Greek consumers, the language used was Greek. All questions asked were 
mandatory. 
ΤΑ ΜΕΣΑ ΚΟΙΝΩΝΙΚΗΣ ΔΙΚΤΥΩΣΗΣ ΚΑΙ ΟΙ «ΕΥΑΓΓΕΛΙΣΤΕΣ» ΤΩΝ BRAND NAMES 
Πώς η προώθηση και η διαφήμιση των ρούχων στα μέσα κοινωνικής δικτύωσης 




Η έρευνα αυτή διεξάγεται στα πλαίσια εκπόνησης διπλωματικής εργασίας για την 
απόκτηση μεταπτυχιακού τίτλου σπουδών στο «Management» του Διεθνούς 
Πανεπιστημίου Ελλάδος. 
Σκοπός της διπλωματικής εργασίας είναι να διερευνήσει το κατά πόσο η χρήση ή μη 
των μέσων κοινωνικής δικτύωσης επηρεάζει την τάση των Ελλήνων καταναλωτών να 
μετατρέπονται σε «ευαγγελιστές» των εκάστοτε επώνυμων ή ανώνυμων ενδυμάτων. 
Η συμβολή σας στην επιτυχή διεξαγωγή της έρευνας είναι ιδιαίτερα σημαντική. Το 
ερωτηματολόγιο είναι ανώνυμο, εμπιστευτικό και τα αποτελέσματα θα 
χρησιμοποιηθούν αυστηρά και μόνο στα πλαίσια της στατιστικής ανάλυσης της 
έρευνας. Ο χρόνος που θα χρειαστείτε για την συμπλήρωση του ερωτηματολογίου 
είναι περίπου πέντε λεπτά. 
Σας ευχαριστώ πολύ εκ των προτέρων για τη συμβολή και το χρόνο σας. 
Με εκτίμηση, 
Κόιου Μαρία, μεταπτυχιακή φοιτήτρια του τμήματος «Management» του ΔI.ΠA.Ε. 
ΕΠΌΜΕΝΟ 
* Απαιτείται 
2. Δημογραφικά στοιχεία 






2.2 Ηλικία * 
o 15-24 ετών 
o 25-34 ετών 
o 35-44 ετών 
o 45-54 ετών 
o άνω των 55 ετών 
2.3 Εκπαίδευση * 
o απόφοιτος Γυμνασίου 
o απόφοιτος Λυκείου 
o κάτοχος Προπτυχιακού Τίτλου Σπουδών 
o κάτοχος Μεταπτυχιακού/Διδακτορικού Τίτλου Σπουδών 
2.4 Μηνιαίο Εισόδημα * 




o άνω των 4000€ 
ΠΊΣΩ 
ΕΠΌΜΕΝΟ 
3. Επιλέξτε μία από τις παρακάτω απαντήσεις, λαμβάνοντας υπόψη τα ρούχα της 
προτίμησής σας: 
3.1 Αγοράζετε συνήθως επώνυμα ή ανώνυμα ρούχα; * 
o Επώνυμα 
o Ανώνυμα 
3.2 Παρακολουθείτε τακτικά τα νέα σχέδια της εταιρείας αυτής στα μέσα 






3.3 Ακολουθείτε τουλάχιστον σε ένα από τα διάφορα μέσα κοινωνικής δικτύωσης, 
τη σελίδα της εταιρείας ρούχων της προτίμησής σας; * 
o Ναι 
o Όχι 
3.4 Έχει επηρεάσει θετικά η προβολή της συγκεκριμένης εταιρίας ρούχων στα μέσα 
κοινωνικής δικτύωσης την άποψή σας για τα ενδύματα που προσφέρει; * 
o Ναι 
o Όχι 
3.5 Σας έχουν βοηθήσει τα διάφορα διαφημιστικά μηνύματα της εταιρείας αυτής 




3.6 Αντιδράτε θετικά στις δημοσιεύσεις της εταιρίας αυτής στα διάφορα μέσα 
κοινωνικής δικτύωσης; * 
o Ναι, δηλώνω ότι "μου αρέσει" 
o Όχι 
3.7 Προτείνετε στους φίλους σας να ακολουθήσουν και αυτοί τη σελίδα της εταιρίας 
αυτής στο διαδίκτυο; * 
o Ναι 
o Όχι 
3.8 Αντιδράτε αρνητικά στις δημοσιεύσεις ρούχων ανταγωνιστικών εταιρειών στα 
μέσα κοινωνικής δικτύωσης; * 
o Ναι, δηλώνω ότι "δε μου αρέσει" 
o Όχι 
3.9 Παροτρύνετε τους φίλους σας να πάψουν να ακολουθούν σελίδες ρούχων 
ανταγωνιστικών εταιρειών στα μέσα κοινωνικής δικτύωσης; * 
o Ναι 
o Όχι 
3.10 Από τη στιγμή που παρακολουθείτε την εταιρεία ενδυμάτων της προτίμησής 






3.11 Θα αγοράζατε ένα από τα προϊόντα της συγκεκριμένης εταιρείας ρούχων στο 





Appendix 2: Graphic representation 













































































2.4 Μηνιαίο εισόδημα 




άνω των 4000€ 
57% 
43% 





































3.2 Παρακολουθείτε τακτικά τα νέα 






3.3 Ακολουθείτε τουλάχιστον σε ένα 
από τα διάφορα μέσα κοινωνικής 
δικτύωσης, τη σελίδα της εταιρείας 





3.4  Έχει επηρεάσει θετικά η 
προβολή της συγκεκριμένης 
εταιρείας ρούχων στα μέσα 
κοινωνικής δικτύωσης την αποψή 




































3.5 Σας έχουν βοηθήσει τα διάφορα 
διαφημιστικά μηνύματα της 
εταιρείας αυτής στα μέσα κοινωνικής 
δικτύωσης, ώστε να αναγνωρίζετε 





3.6 Αντιδράτε θετικά στις 
δημοσιεύσεις της εταιρείας αυτής 
στα διάφορα μέσα κοινωνικής 
δικτύωσης; 





3.7 Προτείνετε στους φίλους σας να 
ακολουθήσουν και αυτοί τη σελίδα 





































3.8 Αντιδράτε αρνητικά στις 
δημοσιεύσεις ρούχων ανταγωνιστικών 






3.9 Παροτρύνετε τους φίλους σας να 
πάψουν να ακολουθούν σελίδες ρούχων 












3.10 Από τη στιγμή που 
παρακολουθείτε την εταιρεία 
ενδυμάτων της προτίμησής σας στα 
μέσα κοινωνικής δικτύωσης, 





3.11 Θα αγοράζατε ένα από τα προιόντα 
της  συγκεκριμένης εταιρείας ρούχων 
στο κοντινό μέλλον; 
Ναι 
Όχι 
